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Message from the Chair and Chief Executive 





Sir Leigh Lewis KCB 
Chair 


Drinkaware’s mission, with the active help and support 
of our many partners across a wide variety of sectors 
from industry and the public services to academia and 
government, is to reduce alcohol-related harm. 


We are a proudly independent organisation with a 
growing reputation for drawing upon the very best 
evidence based research to shape and inform the 
information we provide to the public around alcohol 
and its use. 


As this Impact Report demonstrates, our wide range 
of initiatives, programmes and interventions are 
indeed helping to change attitudes to and behaviours 
around alcohol. 


We are, however, all too conscious of the numbers of 
people drinking in excess of the Chief Medical Officers’ 
Low Risk Drinking Guidelines which is not only impacting 
on their own health and wellbeing but also on society 
more widely. 


Our role as a non-judgemental, evidence based 
organisation to empower people to make better decisions 
about their drinking has never been more important. 





Elaine Hindal 
Chief Executive 


This Impact Report showcases Drinkaware’s unswerving 
commitment to helping people make better decisions 
about alcohol. 


It highlights the results that we consistently deliver in 
providing high quality, evidence based information and 
support to people of all ages and from all backgrounds 
across the UK. 


It also focusses on our new and growing body of behaviour 
change work and the growth in our innovations and 
products which are helping increasing numbers of people 
to engage with Drinkaware in new and exciting ways. 
Everything we do is grounded in a deep understanding 

of the terrain we are working in and concentrated on areas 
and issues where we can affect the greatest change. 

We remain digitally-led and are continually looking for 
ways of innovating and improving. And we are continuing 
to work with a growing number of partners and funders 
who share our commitment to reducing the effects of 
alcohol harm. 











Drinking attitudes and behaviours in this country 
are constantly changing — and are set to do so further 
still in the years to come. 


Drinkaware continues to invest substantially in consumer 
insight and over the past three years, we have built a 
unique understanding of why and how people drink. 





This understanding presents us with an exciting 
opportunity to focus our work further, on groups of 
people most at risk of harm, and to concentrate our efforts 
on making a difference. 
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Information and advice 


Drinkaware is an Information Standard accredited producer 
of reliable health and social care information and our 
website is an essential resource for people looking for 
support and information about alcohol. 


In 2016, the website had 9.2m unique visitors. 

28% of respondents to our website survey said that they 
had visited it in order to get a better understanding of 
their own drinking whilst 23% wanted to reduce the 
amount that they are drinking (Bonnar and Larsen, 2017). 
Health information searches drove around 35% of the 
website's traffic and 65% said that after visiting they had 
a ‘better’ or a ‘much better’ understanding of the effects 
of alcohol. 





The UK Chief Medical Officers issued their low risk 
drinking guidelines on the 8th January 2016 and 

we quickly responded to update the website with this 
new information on the same day. Traffic to the website 
increased following the announcement and for the 
first time we exceeded 1m unique visitors in a month. 





64% of website survey respondents said that after having 
visited they had a ‘better’ or ‘much better’ understanding 
of the guidance on low-risk drinking. 


90% respondents said that they would recommend 
the website to friends or family in the future. 


We re-launched the website in April 2016 to ensure that it 
remains current and user friendly. 


The main updates include better signposting and an 
expanded research section. It also provides access to 
several digital tools to help people understand more 
about the impact of their drinking. 


Reference 

Bonnar, K. and Larsen, J. (2017) Drinkaware website user feedback 2016: Combined seasonal 
variation survey findings. London: Drinkaware. [Online] Available from https://www.drinkaware. 
co.uk/media/1741/drinkaware-website-user-feedback-2016.pdf [Accessed 30 October 2017] 
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Am I safe to drive the morning after? 


Road Safety 


Drinkaware is an independent charity working to reduce alcohol misuse and harm in the UK. We're 
here to help people make better choices about drinking. 


How can we help you today? 


We can help you or someone you know make better choices about alcohol. 


Am! drinking too much? > Worried about someone else's > Tell me about Drinkaware > 
drinking 
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FOCUS 1 
Drinking 
in moderation 


Drinkaware's UK drinker segmentation analysis (Ipsos 
Mori 2015) revealed that midlife men were displaying 
particularly high levels of drinking. 










The Have a Little Less, Feel a Lot Better campaign wa 
launched in response to these findings in 2016. The campaig 
aims to encourage these midlife men to reduce their routine 
home drinking, by showing them how small reductions in | 
alcohol intake can make a big difference to their health. : 


We also started work on the development of a Drinkawene 
Identification and Brief Advice (IBA) delivery kitib 

an assessment of the opportunity in community pharmacies: 
During the initial development tests, the Drinkaware IBA was 
used by pharmacy staff and health champions to engage people 
in face to face conversations about their weekly drinking an 
help them make better decisions about i 











The Cut Back, Feel Better campaign su ted people 
wanting to moderate their drinking or to abstain; at | ey 
periods of the year. The campaign emphas tti 
back on alcohol can bring many health peneit as a 
weight loss and improved sleep and mental 


References 

Ipsos Mori (2015), Drinkaware Monitor 2014: Adults’ drinking behaviour and attitudes in the UK. London: 
Ipsos Mori and Drinkaware. [Online] Available from https://www.drinkaware.co.uk/media/1465/ 
drinkaware_monitor_2014_adults.pdf [Accessed 25 July 2017] 
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Have alittle less, feel alot better 


Our Midlife Male Drinking report provided rich insights 
into the drinking of middle-aged men who are increasing 
risk or high risk drinkers (Christmas and Souter, 2016). 


The three year Have a Little Less, Feel a Lot Better 
campaign was launched in order to encourage men 
aged 45 — 64 to reduce their routine home drinking. 
The campaign focussed on areas where alcohol harm 
is known to be higher than in the rest of the UK - the 
Midlands, the North of England, Scotland and Wales. 


We tested different messages and found that these men 
do not want to be lectured about their drinking. Instead, 
they want no-nonsense information and to see evidence 
of what difference a reduction in their drinking could mean 
to them (2CV, 2016). 


Led by this evidence, and supported by the concept of 
social norming in ‘nudge theory’ (Thaler and Cass, 2009), 
the innovative online DrinkCompare Calculator was 
developed as an integral part of the campaign designed 
to help men in this age group see how their drinking 
compares against the rest of the UK and to demonstrate 
the benefits that small changes could have on their health. 
In its first year, the campaign reached 14m men aged 

45 — 64 through radio, digital advertising, social media 

and print. 


66% said that the campaign had an effective message. 
31% of those who recalled the campaign had taken 
measures to assess their drinking compared to 21% 
who did not recall the campaign (YouGov, 2017). 


There were almost 62,000 completions of the 
DrinkCompare Calculator and a higher proportion 

of those who recalled the tool in our survey said that 
they are now changing their drinking compared to those 
who do not recall the tool (39% vs. 18%). This association 
is promising and we intend to build upon it in 2017. 


Drinkaware Impact Report 2016 | drinkaware.co.uk 








1.4 million 


of men aged 45 - 64 reached 





61,985 


DrinkCompare calculator completions 





66” 
said that the | 
campaign had an AS 


effective message 


drinkaware.co.uk 


How are your drinks 
stacking up through 
the week? 


Have alittle less, 


feelalot better. 





See how at drinkaware.co.uk/littleless drinkaware 


References 


2CV (2016) Middle aged men campaign development: Summary report. London: 2CV. 
[Online] Available from https://www.drinkaware.co.uk/media/1571/2cv-executive- 
summary-of-middle-aged-men-campaign-development-march-2016.pdf [Accessed 31 
October 2017] 


Christmas, S. and Souter, A. (2016), Midlife Male Drinking: Findings from research with men 
aged 45 to 60. London: Drinkaware. [Online] Available from https:/www.drinkaware. 
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Alcohol brief intervention development 


Alcohol brief interventions, also known as Identification 
and Brief Advice (IBA) programmes, are well evidenced 
and proven interventions for alcohol reduction in primary 
care settings (Kaner et al., 2009). 


Alcohol brief interventions use a validated screening tool 
to identify risky drinking which is then followed up with 
brief, structured advice on the impact of alcohol, the 
benefits of cutting down and guidance on how people 
might start to reduce the amount they are drinking. 


Traditionally delivered in Primary Care settings and 

by GPs, research suggested that delivering IBAs in 
community pharmacies could help to widen people's 
access to this valuable source of advice and support 
(Partners in Creation, 2016). 


In order to test this theory and to scope its possibilities, we 
partnered with pharmacies in Liverpool as well as Unique 
Improvements, a Salford based not for profit organisation, 
to develop and test a Drinkaware Identification and Brief 
Advice (IBA) delivery kit. 


The Quiz Havea little less, feel a lot better. 


Scratch the answers and total your score, then turn over to see more information about your score 









[| 
Total Score | ] ic drinkaware 


References 


Kaner et al. (2009). The effectiveness of brief alcohol interventions in primary care settings: 


A systematic review. Drug and alcohol review, 28(3):301-323. 


Partners in Creation (2016). A review of alcohol IBA and pharmacy as a setting for delivery 
in England and Wales: Research and practice. London: Partners in Creation. [Online] 
Available from https://www.drinkaware.co.uk/research/our-research-and-evaluation- 
reports/review-of-alcohol-iba-and-pharmacy-as-a-setting-for-delivery/ [Accessed 28 
November 2017] 


The Drinkaware IBA used experiential training to help 
pharmacy staff and health champions to engage 
people in non-judgemental face to face conversations 
about their drinking. 


A scratchcard questionnaire was developed to help 
people see how much they were drinking, with the 
delivery staff then offering empathetic and structured 
advice to help people to reduce their alcohol 
consumption of their own accord. High-risk or dependent 
drinkers were signposted to local alcohol treatment 
services for more appropriate support. 


Initial testing took place in November 2016 in pharmacies 
and community locations in Salford and Liverpool. 

The University of Sunderland is evaluating the pilot 

work which is to continue into 2017, involving additional 
delivery partners. 





Phase one - pilot November 


Salford Q 
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Drinkaware: Track and Calculate Units app. Cut Back, Feel Better 





The Cut Back, Feel Better campaign supported people For the second consecutive year, the campaign ran 
wanting to moderate their drinking or to abstain at key over the Christmas and New Year 2016/17 period and 
periods of the year. was promoted through social media and partnerships j 7 $ 63% Mm) 
with major supermarkets. There was also an advertising 
The campaign emphasised that cutting back on alcohol campaign on the London Underground and at train 
can bring many health benefits, such as weight loss, stations in the North of England. 
improved sleep and mental wellbeing. On the days I choose to drink, I will 
not drink more than: 





People were encouraged to download the Drinkaware: 
Track and Calculate Units app to help them monitor their 
drinking in order to set and achieve goals. 





We made a number of improvements to the app in 2016. 
A new cost tracking feature enabled people to see 
how their drinking was affecting their wallet and app 


updates reflected the UK Chief Medical Officers' Low Risk Per week, you should not 
Drinking Guidelines. g / 2 2 6 regularly drink more than: 
,” 
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Drinkaware is committed to reducing the harms and costs of 
drunken nights out by helping to keèp people safe. 


A student survey reveal that 54% women and almost 14% 
men aged 18-24 had experienced sexual harassment ona 
night out (ICM Unlimited, 2015). In 2016, we ran the second 
year of our If You Wouldn't Sober. You Shouldn't Drunk 
campaign to tackle the issue. 


Through Drinkaware Crew, we're also continuing to train staff 
in bars and clubs to spot the signs of alcohol-related vulnerability 
and to offer in venue help and support. 


References 


ICM Unlimited (2015) Drinkaware Drunken Nights Out Student Harassment Survey. ICM 
Unlimited and Drinkaware, 5. [Online] Available from https://www.drinkaware.co.uk/ 
media/1661/dno-students-survey-writeup.pdf [Accessed 25 July 2017] 
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Wouldn't Shouldn't 


In 2016, Drinkaware-commissioned research 

revealed that sexual harassment was the most common 
alcohol-related incident for female students on a night 
out, with 54% of all 18-24 year old female students having 
had experience of it (ICM Unlimited, 2015). 


A significant number of male students (14%) had 
also experienced inappropriate or unwanted sexual 
comments and touching. 


Both groups agreed that sexual harassment was a 
common occurrence on a night out. 





n response to these findings, we launched a social media 
campaign with the online publishers, UNILAD, who are 
influential with young people. 











Using the hashtag #gropefreenights, the You Wouldn't 
Sober. You Shouldn't Drunk campaign ran during 
Freshers’ Week and encouraged young people to discuss 
sexual harassment and to challenge its normalisation. 





The evaluation showed that talking about drunken sexual 
harassment had increased significantly over time in the 
North West where we ran the campaign, whereas it had 
remained fairly consistent in the Midlands which was the 
control area. 





Overall, 59% of those experiencing harassing behaviours 
in the North West, and 63% in the Midlands, took any 
action in response. This remains very similar to levels 
seen in 2015, showing that there is still work to do on 
encouraging people to confront harassment (Gunstone 
and Fowler, 2017). 


YOU WOULDN'T 


GROPE 
A STRANGER 


YOU SHOULDNT 
DRUNK 


Find out more at 
drinkaware.co.uk 
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Stay With Your Pack 


The normalisation of sexual harassment on a night out also 
prompted us to develop the Stay With Your Pack social 
media video campaign, linked to the overall ‘Wouldn't 
Shouldn't’ campaign activity. 


The campaign was launched in September 2016 and ran 
for eight weeks in the North West of England, a region 
with a high proportion of younger binge drinkers. 

It encouraged 18-24 year-olds to stay within their friendship 
groups on nights out and to keep a close eye on anyone 
who is drunk and potentially vulnerable to unwanted 
behaviour and harassment. 


UNILAD also produced a bespoke video featuring this 
messaging which was promoted to their audiences 
throughout December. 





Unilad December video and social media 





Unique video views 


1.3 million 


Total reach 


4.7 million 





Engagement 


19,300 


APACK 
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Drinkaware Crew 


Drinkaware Crew support young people who might be 


vulnerable as a result of drinking too much. The Drinkaware New Drinkaware Crew 





Crew help to keep people safe on a night out and their mem rs tr in A Birmingham 
work seeks to minimise the associated costs that drunken € be stra ed Bolton 
behaviour can have on the local night-time economy. Bristol 
Cardiff 
Working in pairs, trained staff are present throughout the Exeter 
night, mingling in venues and offering help and support to ake 
anyone who needs it. Ti | i h a 
ee FE ota venues wit Pontypridd 
rinkaware Crew launched in seven new locations in 2016. Drinkaware Crew een 


Following the University of Exeter's evaluation of the 
pilot scheme, we introduced a number of improvements 
including new branding and standardised uniforms to 
make the Drinkaware Crew easily identifiable in busy 
venues (Drinkaware, 2017). 


We worked with a range of local partners, including police Total people helped by 
forces, community safety partnerships, and established Drinkaware Crew in venues 


night time economy initiatives such as Best Bar None and 
Purple Flag. 





Drinkaware Crew was also recommended by the Home 
Office as part of their 2016 Modern Crime Prevention 
Strategy (Home Office, 2016). A 





References 


Drinkaware (2017). Helping create a safer night-time economy: Drinkaware Crew pilot. London: 
Drinkaware. [Online] Available from https://www.drinkaware.co.uk/media/1855/drinkaware- 
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Parents and Underage Drinking 





Overall, underage drinking is declining in the UK, and the 
number of 15 year-olds who regularly drink alcohol has 
halved over the last decade (Fuller, 2015). 


The Drinkaware Monitor highlighted the role that parents 
play in giving their children alcohol information, advice and 
support (Ipsos Mori, 2015). 73% of young people reported 
that their parents have spoken to them about alcohol, 
while 58% said that they had asked their parents questions 
on the subject. 


Through our Talk campaign, the Drinkaware website 
provided parents with relevant alcohol advice, information 
and resources. An evaluation of the online resources 
concluded that overall the Talk campaign has been very 
well received (Valentine and Harris, 2016). 


In December 2016, we worked in partnership with 
Mumsnet who featured Talk as a guest charity campaign 
and who shared links to our free parental advice resources 
and social media channels. 


Mumsnet also hosted a Facebook Live session on alcohol 
and children with two parent bloggers and Dr Sarah Jarvis, 
from Drinkaware’s Medical Advisory Panel. 
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of the Facebook Live audience were in 
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YouTube Underage Video views 
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Drinkaware for Education 








The Drinkaware for Education programme provides 
accredited and flexible resources for teachers to use as 
part of Personal, Social, Health and Economic (PSHE) 
Education in schools. 


21,853 EJ 
resources downloaded ss 


3xmore _ MH 


than 2015 2015 2016 


organisations 


The resources have been developed for use in both 
primary and secondary education settings and cover 
topics such as the risks and harms of alcohol, advice on 
handling peer pressures around alcohol and alcohol and 
emotional health. 





4x more 
than 2015 nea rma 









PSHE Association 
Quality Assured 


(@  Prinkaware tor Education drinkaware.co.uk 
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Secondary 


Resource 3 
Alcohol and handling o PSHE 
peer pressure ð 
50 minutes Ss (54 





Overview 





This lesson makes students aware of the relationship between peer pressure and underage 
drinking. 

All of our resources are flexible and can be easily adapted to suit individual teachers' needs. 
The resources can be taught alongside other PSHE topics, for example, nutrition, drug or sex 
education, Teachers can pick and choose which activities to use, and when to teach them. 


Learning objectives 





+ To understand how young people's actions in relation to drinking alcohol can be influenced 
by their peers 
+ To understand that peer pressure can lead to underage and irresponsible drinking 


+ To build confidence to identify and manage peer pressure assertively 


Resources 





* Alcohol and handling peer pressure video 
* Alcohol and peer pressure scenario sheet 

* Alcohol and peer pressure presentation 

+ Alcohol and peer pressure curriculum links 


* Alcohol education guidance notes 
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Evaluating our work, evidencing our impact 





The Research and Impact Committee 
provides support and guidance for 
Drinkaware's work and ensures that 
our activity is based on the best 
available evidence. 


The Committee oversees robust evaluation and 
determines whether our resources and efforts are being 
effectively applied. 


In 2016, we published the Drinkaware Monitor which 
examined adults’ experiences of and views on, cutting 
back on their alcohol intake. 


We also completed the six month pilot of the Drinkaware 
Crew scheme, which was evaluated by a team led by 
Dr Mark Tarrant from the University of Exeter. 


Dr Timothy Walker 

Chair of the Committee and Drinkaware Trustee 

Prof Anthony Goodman 

Professor in Community Justice, Middlesex University 

Marita Kenrick 

arketing Planning Lead for Live Well and Aging Well, 

Public Health England 

Dr Anthony C. Moss 

Director of Education and Student Experience, School of Applied Sciences, 
London South Bank University 

Dr Paul Nelson 

Director with PHAST and Drinkaware Trustee 

Prof Paul Wallace 

UCL Emeritus Professor of Primary Care and Drinkaware Chief Medical Advisor 
Dr Matthew Wood 

Principal Lecturer in Marketing, University of Brighton 








The University of Exeter evaluated Drinkaware Crew 


Dr Mark Tarrant, evaluation lead 
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Drinkaware works with an independent 
panel of expert medical advisors to ensure 
that our information and advice is based on 
the most current medical evidence. 


The Panel is responsible for providing a strategic overview 
of Drinkaware’s medical evidence and for reviewing all 
content for accuracy. 


The Panel is chaired by the Chief Medical Advisor who 
reports independently to Drinkaware’s Board of Trustees 
and attends Board meetings in an observer role. 


Panel members have a wide range of expertise ranging 
from general practice, liver disease and mental health 
to oral cancer, violence and facial injury. The panel calls 
upon the skills and expertise of other medical specialists 
when needed. 


Professor Paul Wallace 

Chief Medical Advisor, Clinical Director of the NIHR Primary Care Network. 
Emeritus Professor of Primary Care; Retired GP 

Professor Jonathan Chick 

Consultant Psychiatrist, Honorary Professor, Faculty of Health, 

Life & Social Sciences, Edinburgh Napier University; Medical Director, 
Castle Craig Hospital, Scotland. 

Dr Sarah Jarvis 

nner city London GP, Fellow of the Royal College of General Practitioners. 
Clinical consultant to Patient.co.uk 

Professor Graham Ogden 

Head of Oral & Maxillofacial Clinical Sciences, University of Dundee Dental 
Hospital & School, Dean (Dental Faculty), Royal College of Physicians and 
Surgeons, Glasgow; Honorary Consultant Oral Surgeon NHS Tayside. 
Professor Stephen Neidle 

Emeritus Professor at University College London, Cancer Research UK 
Professorial Fellow; Former Professor and Academic Dean at the Institute of 





Cancer Research. 

Dr Lynn Owens 

Nurse Consultant, Alcohol Services and Hepatology, RLBUHT Honorary 
Research Fellow — The University of Liverpool. 


lona Lidington 
Associate Director of Public Health, Royal Borough of Kingston 


Data sources 








PAGE TOPIC 

a Drinkaware website 
4 Drinkaware website 
4 Drinkaware website 
4 Drinkaware website 
a Drinkaware website 
5 Drinkaware website 
8 Midlife male drinking 
8 Midlife male drinking 
8 Midlife male drinking 
9 Identification and 


Brief advice pilot 


10 Drinkaware app 

14 Wouldn't shouldn't campaign 
14 Wouldn't shouldn't campaign 
14 Wouldn't shouldn't campaign 
14 Wouldn't shouldn't campaign 
14 Wouldn't shouldn't campaign 
15 Stay with your pack campaign 
16 Drinkaware crew 

16 Drinkaware crew 

16 Drinkaware crew 

20 arents campaign 

20 arents campaign 

20 arents campaign 

20 arents campaign 

21 Drinkaware for 





education campaign 


FACT 


84% of website users found the 
information relevant 


90% would recommend it to others 


1.2 million completions of the 
unit and calorie calculator 


373,000 completions of the 
self-assessment 


10,000 people signed up 
to MyDrinkaware 


All 


1.4 million (21%) out of 6.7 million 
target audience reached 


61,985 DrinkCompare completions 


66% said that the campaign 
had an effective message 


All 


All 

Unilad collab reach 1,582,810 
Unilad collab engagement 2,755 
329 media hits 


78% of messages featured a 
Drinkaware spokesperson 


84% of target audience agree with the 
statement ‘if it's groping when sober, 
it's groping when drunk" 


All 
New crew trained 55 
Total venues 14 


Total people helped by Drinkaware 
Crew in venues 2,965 of which 
1,028 male and 1,937 female 


Mumsnet figures 


Unique visitors to parents page 
(541,000) 


YouTube Underage Videos views 
47,357 and most popular video 


Products ordered total 156,671 


All 


DATA SOURCE 


Drinkaware website 
feedback 2016 
(Bonnar and Larsen, 
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2017) 


Bonnar and Larsen, 2017 
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*Data quality: note that we have indicated the quality of the data presented using these terms: 
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SAMPLE SIZE 
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POPULATION REPRESENTED 


Website visitors 
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Men aged 45-64 


Website visitors 


Men aged 45-64 


nternal evaluation data 
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18-24 year olds in the North West of 
England who drink in clubs and bars 


National 
Drinkaware Crew monitoring data 


Drinkaware Crew monitoring data 





Drinkaware Crew activity log 


National 


Website visitors 


Drinkaware YouTube viewers 


People who bought Drinkaware 
Parents resources 


People who bought or downloaded 
Drinkaware for Education resources 


DATA QUALITY* 
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Robust: We consider the data ‘robust when we are basing the figure either on a count of the whole data set using an established methodology or a calculation based on a pre-post survey of a 
representative sample and ONS data for the size of the relevant population. 


Indicative: We consider the data ‘indicative’ when the figure is based on analyses using findings from surveys either using a self-selective recruitment methodology that may not be representative of the 


total user population or where the sample is small, or when presenting media reach figures which are based on general circulation and readership figures but do not guarantee that users see or engage 


with the information presented. 
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